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The buyout model of the liquor brand②, as one of the often-used models of brand 
management among the domestic wine enterprises, has witnessed a history of 16 years. 
However, what does not match the development is, the research for the model has 
been featured with confusions of the conceptions and concentrations upon practical 
activities, without comprehensive summaries and conclusions on theory development. 
As a result, the model has long been restricted within the wine industry, out of which 
no recognition and reference for the model has been made. Therefore, to have a clear 
recognition and make related theory research to the model, including the research for 
its applicable environment, is quite meaningful. 
The dissertation is mainly focused on three aspects, namely theory, application 
and case study, while covering such fields analysis as the model’s basic rules, features, 
types, brand origins, theory sources, the differences from other models on operation 
modes, the wine enterprises’ conditions for using the model, the application causes, 
effects, problems arising from it, two cases of the Wuliangye Group and Enterprise Q, 
etc. 
Based upon the above analysis, the research conclusions are as follows: 
Firstly, the recognition aspects of the model. (1) The model’s internal motive is 
the value maximization of the limited resources of the enterprise’s brand; (2) The 
model’s application basis is the enterprise’s enterprise brand influences upon the 
national or regional market; (3) The consumers’ interests are guaranteed in theory, 
because the enterprise brand bears the function of endorsement and the potential risks 
from the function; (4) The model’s innovative aspect is the right division, namely the 
brand’s ownership and the brand’s operation right. So far, the enterprise maintains the 
brand’s ownership, transferring its status from the brand builder to the brand 
supervisor of brand building, while awards the operation right to the buyout dealers. 
                                                        
② The domestic wine brand marketing industry has many other names for the model, such as “The Wine Buyout”, 
“The Brand Buyout of the Wine”, and “The Buyout Brand”, etc. Considering the preciseness of the research and 















Secondly, the advice to the model’s application. (1) The basic conditions for an 
enterprise applies the model include the strong power of the enterprise’s brand, the 
enterprise owning two or more product brands, the enterprise mastering the core 
technologies of the products’ research and development; (2) During the course of the 
model’s application, the enterprise shall pay attention to a few aspects, including the 
all-round strategy, the definition to the buyout dealers’ qualification, the supervising 
to the dealers’ activities, offering the dealers supporting service, enhancing the brand 
building of the enterprise, cautiously taking the side-brand mode of key subsidiary 
brand model.  
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